We may know something about the development of its products and their reception within the home, the reasons for the growth in demand, and the distinctive labor process and pattern of labor relations in this skill-dependent trade, which was so strongly unionized at such an early date.
3 But we know almost nothing about how the makers of this pioneering and most durable of consumer goods, which achieved near universal penetration outside the South by the time of the Civil War, grew and served their market. 4 This is regrettable, because distribution and selling were among stovemakers' major preoccupations. Thus the industry was a site of considerable innovation in marketing techniques, particularly during the antebellum years. Stovemakers developed methods of product differentiation, began to establish valuable brand identities, reached out to their consumers, and built their own direct-sales networks, at a time when few other manufacturers, particularly in the metalworking trades, saw any necessity to do likewise. Their efforts attracted sympathy at the time, rather than this article's respectful interest. The editors of the Metal Worker, the industry's leading trade journal, explained why:
The position of stove manufacturers . . . is not one to be envied. In addition to making his goods he must sell them. . . . In the stove trade there is none of that smooth working machinery of distribution which enables manufacturers in other departments of productive industry to dispose of their products at small trouble and expense. He cannot consign his stoves to the commission merchant or the jobber, and draw against them. He . . . must himself set in motion the agencies by which to dispose of them. He thus incurs double burdens and a double risk. (Cambridge, Mass., 1987) , 272-76, is a partial exception to the general neglect of stove marketing in the literature. 5 Editorial, "The Stove Manufacturers," The Metal Worker 5 (22 Jan. 1876): 6.
In this article, I will explain why those burdens and that risk were accepted-not willingly or without complaint, but in a context of no feasible alternatives-as the unavoidable price of building and maintaining a nationwide mass market. As Franklin L. Sheppard, a leading stovemaker, lamented to his colleagues in 1900, "Unfortunately we have to be merchants as well as manufacturers, which adds to the complexity of our business." 6 * * * The history of marketing is still a comparatively neglected area within the fi eld of business history, but the secondary literature allowing us to understand common practice among nineteenth-century manufacturers of durable goods, though not abundant, is at least clear in its conclusions. 7 The argument of Glenn Porter and Harold Livesay's chapter on early-nineteenth-century marketing, published in 1971 but still the most thorough treatment, is summarized in its title, "The Merchant in Control." In the hardware trade, for example, the one most closely related to stovemaking, there was little forward integration by the makers of goods. Instead, they depended on networks of wholesalers and jobbers for buying and then distributing their products to the local storekeepers who sold them on to fi nal consumers. "Retail generic goods . . . produced or imported in large quantities, available from many sources, and relatively inexpensive per unit" were these merchants' principal stock-in-trade. By mid-century, big-city wholesalers had developed means of servicing growing regional and national markets when the latter became too large for country jobbers and retailers to visit easily in person in order to settle accounts, inspect goods, and place orders. They opened "branch houses" in regional distribution centers to shorten customers' buying trips and speed up deliveries, and they employed traveling salesmen to maintain contact between trips, or even to spare customers the need to travel at all. 8 Few hardware manufacturers (New York, 1990 )-provide little context for this article, because they concentrate on a later period and on low-unit-cost perishable and/or immediateconsumption items. Roy Church, "New Perspectives on the History of Products, Firms, Marketing, and Consumers in Britain and the United States since the Mid-Nineteenth Century," Economic History Review 52, no. 3 (1999): 405-35 , is the best literature review. Ronald A. Fullerton, "How Modern Is Modern Marketing? Marketing's Evolution and the Myth of the 'Production Era,' " Journal of Marketing 52, no. 1 (1988) : 108-25, adopts a corrective approach that is in accord with my views on the subject. 8 Glenn Porter and Harold C. Livesay, Merchants and Manufacturers: Studies in the Changing Structure of Nineteenth-Century Marketing (Baltimore, 1971) , ch. 2, quotation from p. 35; see also Livesay, "Marketing Patterns in the Antebellum Iron Industry," Business History Review 45 (Autumn 1971): 269, 278, 286. therefore saw much need to market their own goods, because the wholesalers did it for them, at the same time relieving them of the trouble and risk involved in assessing customers' creditworthiness and making collections. After the Civil War, the situation remained essentially the same: full-line, full-service wholesalers continued to be the dominant fi gures in hardware distribution.
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There were, of course, exceptions to the rule of minimal forward integration, even among manufacturers of metal goods. New England tinware manufacturers, suppliers of everyday utensils for household and farm, provide the leading example. They developed early in the century quite elaborate systems of peddling, which enabled them to grow and dominate the entire national market. Over time, some ex-peddlers, artisans, and other small entrepreneurs turned into specialized, sedentary tinware retailers, meeting the demand the peddling system had helped create. By mid-century, some of the manufacturers began to evolve into wholesalers, supplying their needs by using the same techniques as the hardware trade.
10 Other Yankee entrepreneurs did something similar at much the same time. Scovill, a Connecticut fi rm making buttons and other brass products, ended its earlier dependence on commission merchants and developed its own sales force in the late 1840s, establishing direct contact with wholesalers and retailers. This gave it no advantage, because its competitors followed suit. Thus, while traveling salesmen were rarely encountered in the brass trade in the 1830s, by the 1850s they were suffi ciently numerous that even rural merchants could buy from a variety of competing suppliers.
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Among manufacturers of more costly, complex, and novel metal goods, sometimes designed for business rather than household use, we see similar patterns of mid-century innovation designed to close the gap between maker and market. Firms relied on relatives in other towns, on independent agents or branch offi ces in regional cities, or, occasionally, on traveling salesmen, to extend their sales reach. They also developed techniques to raise consumer and retailer awareness of their products: staging demonstrations at state and county fairs or national and international expositions; printing and distributing increasingly elaborate catalogs; and engaging in direct consumer advertising. In the celebrated cases of sewing machines and agricultural equipment, whose novel products had to be sold to individual customers, where instruction and after-sales support were essential, and-crucially-consumer credit had to be extended to consumers so that they could pay for the costly goods, companies like Singer and McCormick developed direct-sales forces, which were vital to their growth and market dominance.
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Stovemakers were prominent among these increasingly frequent exceptions to the normal rule of dependence on intermediaries for distribution and marketing. How and why they became so will be the focus of the rest of this article.
In the Beginning: The Blast-Furnace Era Americans bought and used stoves in large numbers well before there was any distinct industry dedicated to their design, manufacture, and supply. Instead, stoves and stove plates were simply a major product of rural, charcoal-fueled iron furnaces, particularly those in southeast Pennsylvania and southwest New Jersey. 13 form, they found a strictly local market (because of the cost and diffi culty of transporting heavy, bulky, and surprisingly fragile cast-iron items by wagon), but they gained much wider distribution to cities and towns on navigable waterways along the East Coast in the more convenient form of fl at-packed plates for assembly, fi nishing, and marketing by local manufacturers and dealers.
14 In Philadelphia, the center of the district where most stove plate was made and stove use fi rst became commonplace, there were just two pattern makers and three stove fi nishers recorded in the early 1820s. Another two fi rms made stoves alongside other metal products. However, even though the city was not a major production site, it was nevertheless the decentralized industry's mercantile and entrepreneurial heart-the most important place where capital was raised, decisions were taken, goods sold, and deals made. Three major furnace operators had their home offi ces there, including Samuel Wright, who ran the Delaware Furnace at Millsboro in southern Delaware and Dover Furnace, near Toms River, New Jersey, and David Wood, proprietor of the Cumberland Furnace, Millville, also in southern New Jersey. Fortunately, many of Wright's and Wood's records survive, so it is possible to reconstruct their pattern of operations quite accurately.
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At the start of the 1820s, Wright, for example, was already trading as far east as Portland, Maine, and as far north as Albany, New York. His Albany customers, in turn, began selling as far afi eld as Ohio and Michigan almost as soon as the Erie Canal opened for business in 1825, while his seaboard clients from Baltimore northward continued to serve their immediate hinterlands. Stove manufacturers and dealers placed annual bulk contracts at a fi xed tonnage price and with stipulated delivery schedules designed to ensure that enough stock was available to meet highly seasonal demand. The largest contracts exceeded one hundred tons, or one thousand stoves a year. Most of these orders were for generic types, which had been in production almost unchanged for decades: the box or six-plate stove for room heating; the ten-plate stove (a box stove with a small oven for cooking); the Franklin stove for parlor heating and cooking; and the cannon stove, for space heating. Stove plates were usually made from the furnace's own patterns, but some were also cast from the manufacturers' or dealers' patterns that had 14 Manufacturers were usually dealers too, i.e. they manufactured in order to trade, as retailers and jobbers combined; and dealers also had to engage in manufacturing unless they contracted it out or bought their fi nished stock from manufacturers. When manufacturerdealers also took control of design and pattern-making, as they commonly had by the 1830s, then they, not furnacemen, became responsible for most of the value added in stovemaking, even before they became foundrymen too.
15 Philadelphia in 1824 (Philadelphia, 1824), 38; Commercial Directory (Philadelphia, 1823), 177-79. been sent to the furnace to be molded, or from other makers' designs that were on deposit at the same furnace or were available for copying. Marketing depended on the manufacturers and dealers or on their retailer clients, rather than on the furnace operators themselves. Advertisements directed to local consumers were essentially invitations to come and inspect generic goods, which were barely described and rarely sold under the maker's name. Transactions between furnacemen and their customers were complex. Payments were sometimes made in agricultural commodities and scrap, or in miscellaneous business services. Stoves thus formed only a part of the trade with clients, who were usually general merchants (as indeed were Wood and Wright themselves) rather than specialists. Settling accounts was a laborious, uncertain affair: maintaining mutually profi table or at least tolerable business relationships depended on trust and a great deal of patience, because furnace men and their customers were bound together by long and often indirect chains of credit rather than regular cash payments.
Customers, too, had reasons for complaint: their letters are full of protests about incomplete orders, late deliveries, and poor quality. Blastfurnace castings were typically crude and heavy, variable in shape and size, with poor surface fi nish, and thus hard to assemble and sometimes impossible to sell. Slow communications between customers and the Philadelphia offi ces, between the latter and the furnaces, and then back again, multiplied the possibilities for confusion, misunderstanding, and delay. Weather and the seasons also interposed obstacles to a smooth process of production and distribution: too little rain to drive the furnace's mill-wheel, then so much that fl oods destroyed the machinery; too hot to work in high summer, and then too cold in midwinter, when the molding sand froze solid in the casting-shed, and ice encrusted the mill-wheel and blocked the rivers, those vital transport arteries; storms and contrary winds keeping coastal shipping locked in port for weeks on end, or trapped out at sea unable to make landfall. Leading all the other diffi culties were the chronic problems these rural furnaces faced in recruiting and retaining an adequate supply of skilled workers, which translated directly into high costs, undependable volume and quality of output, and unreliable delivery schedules. Iron-Making Community (Philadelphia, 1966 ), 153-64, and Donald A. Crownover, Manufacturing and Marketing of Iron Stoves at Hopewell Furnace 1835 -1844 (Washington, D.C., 1970 ), 94, 105-7, 109. John Bezis-Selfa, Forging America: Ironworkers, Adventurers, and the Industrious Revolution (Ithaca, N.Y., 2003 , has made extensive use of the Wright papers, among others, but his But despite its limitations, this distended system of production and trade was indispensable during the fi rst stages in the growth of demand from a wide range of household, business, and institutional customers, and it continued to develop through the 1830s. The Philadelphia region remained the principal source of supply for dealers and manufacturers in towns and cities accessible by ship, while, beyond this coastal strip, country blast furnaces began to make stove plate and serve their local markets, combining two or more of the roles of manufacturer, retailer, and jobber (to neighboring retailers) from the outset.
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The central role of blast furnaces in the production of stoves and many other cast-iron consumer products continued to be protected by the high cost and diffi culty of transporting raw materials more than a few miles. When Philadelphia entrepreneurs fi rst tried to bring Lehigh Valley anthracite to market during the fuel shortage caused by the War of 1812, it cost them only one dollar per ton to mine the coal, but they had to spend at least four dollars to haul it a few miles to the water's edge, and then another nine dollars to fl oat it to the city in crude "arks" down unimproved rivers.
18 Until transportation improved signifi cantly, rural furnaces' urban customers had to have their stove plate cast at these remote locations, because the semifi nished product, which was much higher in value and smaller in volume, could bear the cost of shipment, whereas the raw materials could not. In these circumstances, urban stove manufacturers and wholesalers were able to take control over the processes of design and invention, but they remained dependent on country furnaces for their castings supply. In the mid-1830s, a period of dramatic growth, they began to free themselves from these limitations on the industry's effi ciency.
The Emergence of the Stove Foundry
Data on fast-rising stove output in the 1830s and 1840s are at best good approximations (see Figure 1 ), but fortunately other useful series are available that more accurately indicate key aspects of the early phases book is marred by his desire to see confl ict rather than sheer intractability in the employment relationship. Thomas M. of growth. 19 The rising number of stove manufacturers in Albany and Troy, New York-the heart of the "Capital District"-is recorded in Figure 2. The District emerged as the new center of the industry because its uniquely favorable location at the head of tidal navigation on the Hudson and at the nexus of a growing canal system gave it inexpensive access to raw materials and to both the booming new western market and the established markets of the eastern seaboard. The opening of the Erie Canal in 1825, in particular, stimulated a wave of new business formation that continued, despite interruptions from the economic crises of the 1830s and 1840s, until it crested in the early 1850s. The foundations of fi rms that would lead the industry's growth through the 1870s, some of which would stay in business for decades longer, were laid during this period.
Another useful proxy for charting the rise of the stove industry is provided by the record of inventive activity. There had been a trickle of patents for heating and cooking appliances before the 1820s, but few were turned into saleable products-furnace operators' records barely mention them-and none had much impact on subsequent d evelopments. From the late 1820s through the mid-1830s, however, until the panic of 1837 interrupted the industry's growth, there was a surge of invention. (See Figure 3. ) Much of this came from urban dealers and manufacturers, who were best placed to understand market expectations and what their competitors were doing, as well as from applied scientists, artisans, and others, who produced such an outpouring of stove patents that this category of products eventually comprised one-ninth of the entire volume of inventive activity recorded by the U.S. Patent Offi ce. The panic killed the demand for stoves and thus stemmed the supply of new ideas, but when the economy boomed again in the mid-1840s, and stove production surged, patents once again increased in number, this time reaching nearly one-sixth of the U.S. total, counting patents for invention and the new category of design patents together.
This prodigious effort is evidence of the way in which a rapidly growing industry attracted entrepreneurial and other talents to try to satisfy some of the most basic needs of most American households and many businesses and public institutions, and (they hoped) to make their fortunes in the process. Many inventions were impractical, or derivative, or else their inventors were unable to overcome the hurdles they encountered on the path to achieving profi table production and sales. But among the successes were the foundation patents for generations of economical and effi cient coal-and wood-fi red cooking and heating stoves and heating furnaces, which brought unprecedented levels of comfort and convenience to the American household. While they were imitated, pirated, modifi ed, and improved over subsequent decades, they were not fundamentally changed. * * * Production was reorganized and relocated at the same time as the industry's product line developed. The men who pointed the industry toward its future, almost simultaneously but more or less independently of one another, were agents and offspring of the shift in its center of gravity toward the Hudson Valley corridor.
Jordan Mott (b. 1798), usually credited as a trailblazer in the industry's transformation, was a scion of a New York merchant elite family who had been forced to make his own way in the world when his father's fortune was wiped out in the fi nancial crisis that occurred after the end of the War of 1812. Mott became fi rst a grocer and then a coal dealer, helping to usher in the city's conversion to the effi cient new fuel, Pennsylvania anthracite, which came onto the market in the late 1820s. In order to grow his business and, in particular, to create a demand for small sizes of broken coal that were sold cheaply because they did not burn easily or well in existing appliances, Mott began, in about 1828, to develop effective cooking and heating stoves and open-fi re grates that would utilize anthracite in this form. He took out numerous patents, pushed them into production, and defended them vigorously at law, using the profi ts of his mercantile business to underpin his new ventures.
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Mott's status as an outsider to the stove trade, free from the constraints of its customs, may help explain his innovativeness. As he reminisced a generation later, "I was looked upon by dealers of that day, as an interloper, I was so called, but few of them would commune with or deal with me." He also had a distinctive notion of the potential demand for a transformed product, which he envisioned as being not the narrow market that established producers served, but "the many." In stating his philosophy, he announced, "My object has ever been to make a stove that will meet the wants of the mass . . . not only economical and efficient, but so simple in management, that the girl who arrives from Europe one day may use it the next." However, Mott was not a "practical mechanic," so his fi rst plan was to persuade existing fi rms to make goods according to his designs. But though he "offered the invention to some of the trade at their own or in fact without price, for a few years, . . . being unwilling to incur the expense of introducing a new article, or not appreciating its utilities, they declined to accept it upon any terms." So he had to make his stoves for himself. At fi rst, he had his castings made the usual way: "at a blast furnace in Pennsylvania, rough and heavy." But when demand boomed in the mid-1830s, furnace operators advanced their prices, and Mott saw an opportunity to cut costs by bringing the work to New York.
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Another reason for the move was his complaint that furnacemen "would not manufacture from his patterns." Perhaps they could not: Mott had discovered by experiment a way to make his castings lighter, cheaper, and more durable by a fundamental redesign that reduced their thickness (previously equated with strength), and increased surface decoration both to improve structural integrity and to make the stoves more attractive to consumers. To achieve the quality he required, Mott had the castings molded in the city, contracting work out to jobbing foundries with versatile, skilled workforces, employing the relatively new British technology of the cupola furnace (which re-melted 20 pig iron and scrap, rather than smelting from the ore), and almost certainly casting in "fl asks" (sand-fi lled wooden frames), rather than open sand. (Flask molding, already quite common at rural blast furnaces, would have been essential for the kind of heavily ornamented plates Mott wished to have cast.) The experiment worked: his castings came out "smooth and beautiful." Mott took the fi nal step toward integrated production when he built his own foundry in 1839. Two years later, he built another, much larger, one on a new site. He had laid the foundation of a new family fortune, as well as of a new industry.
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Mott gained the pioneer's laurels at the time, but as with many good ideas it is diffi cult confi dently to assign the prize for originality to any single person. This is not only because we are dependent on accounts that are partial and, at best, only roughly contemporary, but also because Mott and others were mostly just recombining existing practices.
23 They were adapting the common methods of the urban machinery foundry to the repetition production of consumer durables, rather than the custom manufacture of producers' goods, and applying hollowware molding techniques to larger, but simpler, shapes than pots, kettles, and pans. 24 They were responding to the inability of the blast-furnace production system to meet their demands for improved quality, lower cost, and reliable deliveries. And they were taking advantage of the improvement of water transportation and the resulting availability of an effi cient, easily shipped new fuel-Pennsylvania anthracite-for their cupola furnaces and also for the steam engines that liberated the foundry from dependence on a waterpower site. Stove manufacturers could now afford to bring to the city the smaller quantities of pig iron and scrap, fl ux, and fuel needed for re-melting iron, rather than smelting from the ore. They could therefore concentrate previously separated manufacturing and distribution operations in the same place, easing problems of management and coordination, shortening links with suppliers and customers, and also, by being able to tap into well-supplied urban labor markets, (Charlottesville, 1974), 151, 157, 158, 161. escaping from the chronic diffi culties faced by rural furnaces in recruiting and retaining skilled workers. 25 At the same time as Mott was experimenting and then building New York City's fi rst integrated stove works, entrepreneurs in Albany 150 miles north were doing much the same. Stove manufacturers in the Capital District, which was further from supplier blast furnaces, had done some of their own casting for years, or had it done for them by local foundries employing air furnaces, which were comparatively costly, infl exible, and ineffi cient melting devices. Then, in the mid-to late 1830s, a couple of these manufacturers, notably Joel Rathbone (b. 1806), reputedly the country's largest stove merchant, adopted the cupola, and, like Mott, began to make lighter, smoother, cheaper products as a result.
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Stovemakers in the interior were similarly innovative, or imitative. William Resor of Cincinnati, until then principally a tinsmith and dealer dependent on rural furnaces in the Ohio Valley for his stove castings, was inspired by a trip to New York that he made in 1837 to attempt to duplicate at home the quality of work he was able to buy there. He recruited a manager and skilled craftsmen from the East who worked out how to use the pig iron available locally, rather than depending on the imported Scotch pig iron that Eastern foundrymen believed was essential to their success.
27 That same year a Yankee tinner, Hudson Bridge, arrived in St. Louis, the emerging distribution center for the Mississippi Valley and the overland trade west. He started out selling Cincinnati and Louisville stoves, and then began to manufacture them with plates bought from Tennessee blast furnaces. In the early 1840s, he and his brother acquired a bankrupt foundry, bought some stove patterns, hired skilled men, and started making their own stoves. Like Mott's, Rath-25 George Rogers Taylor, The Transportation Revolution, 1815 -1860 (New York, 1951 bone's, and Resor's, the fi rm they established would remain one of the industry's major players until the First World War. 28 * * * These stories tell us a good deal about the reasons why the fi rst generation of stove foundrymen would also be pioneers in marketing. The stove foundry was a new business type, and its creative entrepreneurs were directly connected with wholesale and retail markets even before they embarked on what would become the industry's core activity: casting, as well as designing and assembling, their stoves for themselves. The stove foundry was mostly a result of backward integration, displacing the blast furnace and tightening up the sector's decentralized, distended production system: its architects did not need to integrate forward into selling their goods, because that was already their business.
Competition and Product Differentiation
There was a further reason why these market-oriented entrepreneurs were so determined to take control of the entire production process. The way stoves were presented, sold to, and perceived by consumers changed radically in the 1830s. Before then, few stove manufacturers or dealers were in direct competition with one another, nor were many attempting to differentiate themselves and their products from those of other makers. Either their markets were too small and local, or their products were too similar and generic. But as the industry grew and transportation improved, local monopolies declined, and some fi ercely competitive markets (especially New York, the biggest) were created, where manufacturers had to be able to distinguish their products from others' by price, quality, functionality, or reputation. 29 The major East Coast cities also provided some of the incentives and the means for them to do so: journals publicizing and assessing new inventions; mechanics' (Baltimore, 1837), 99, 143, 166, 218, 309, 331-32, 399-403, 423 , details the beginnings of stove manufacture and sale by general foundries in the river towns from Pittsburgh to St. Louis-including Wheeling, Zanesville, and particularly Cincinnati.
29 Edwin Williams, New-York As It Is, in 1837 (New York, 1837), 106-7, records fi fteen stove manufacturers and dealers, all situated within a few blocks of one another on the Lower East Side (mostly Water and Canal Streets); more are known to have existed. Mott's 1841 catalog is a product of the market leader's response to the resulting competitive challenge.
institutions offering awards for the best products; and trade shows providing yet more publicity and prizes by way of endorsement, as well as access to tens of thousands of visiting potential buyers.
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In this new environment, full of challenge and possibility, one of the most attractive strategies was to turn to the patent law. A new idea or feature for a stove could be translated into a unique selling proposition with a period (fourteen years in the fi rst instance) of legally protected monopoly in its manufacture and sale, or the sale of the right to make and sell, often within a delimited territory (a state, county, or even city), thereby enabling an inventor to maximize his possibilities of income and to disseminate his product among widely scattered, noncompeting markets.
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William T. James, a Capital District inventor, had pointed the way to this future back in the late 'teens and early 1820s. His 1815 patent "saddlebag" stove (a Franklin adapted for cooking, with a small oven behind the fi re and two "boiling holes," one on either side above it) was made on a large scale (fi ve thousand sales were claimed by 1823) in the "factories" owned by James and his partner Cornell in New York, Boston, and Troy. Their stove was advertised extensively, and sold on the strength of its patent-protected features and its maker's name. What became of the partnership after 1823 is not known, but the product lived on as one of the staples of the trade for decades, endlessly pirated and fi nally becoming known generically as simply the "Baltimore cook." Boston, September 16, 1844 [Boston, 1844 , 44-47). Mott's 1841 catalog cited the ten awards and nine diplomas he had received from the American Institute since 1836, together with contented (high-status) customers' testimonials, in support of his claims on behalf of his products (Description and Design, 14-17), evidence of the value of these independent validating agencies in building buyer confi dence in market-leading goods at a time when the product was developing fast and consumers lacked experience of it.
31 Mott, Description and Design, 17, [31] [32]  Subsequent inventor-entrepreneurs took much better care of their intellectual property. The Reverend Dr. Eliphalet Nott, for examplepresident of Union College, Schenectady, and from 1829 of Rensselaer Institute, Troy, also-secured twenty-eight patents between 1819 and 1839, all but two of them between 1826 and 1835, when he, like Jordan Mott and several others, was focused on the problem of adapting and designing appliances to make the most effi cient use of anthracite. Nott made sure to get the maximum value from his inventions by establishing a company in Albany in 1827, technically owned and run by his young sons but actually backed by his own money and Union College's (it was known variously as H. Nott & Co. and the Union Furnace), to manufacture and sell them, capitalizing on his name and national reputation as an orator and educator. The company succeeded handsomely until it went bankrupt in the panic of 1837, but even after that the sale of Nott's patent rights continued to net the college a good income for years.
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There was big money to be made from successful stove inventions by the 1830s. Henry Stanley of Poulteney, Vermont, for example, patented a (literally) revolutionary as well as prize-winning cooking stove, whose circular hot plate rotated on a pivot, enabling the cook to control cooking temperatures by moving the pots closer to, or further from, the center of the fi re. Stanley manufactured these stoves himself and sold them through family-run agencies in New York, Philadelphia, and Baltimore, as well as licensing others to make and sell them in more remote markets for a royalty of fi ve dollars per stove. The money did not roll in without effort: policing the patent took time and trouble. Stanley had to go all the way to the Supreme Court to collect his royalties on three thousand stoves one licensee, Emor Whipple of Cincinnati, had sold over three years after reneging on their deal when the validity of Stanley's patent came into question in 1836. But the labor seems to have been worthwhile. The stove commanded a premium price, and twenty years later it still found a market through dealers, and was sold and recognized by name. Thus, between the late 1820s and early 1840s, stoves were transformed from generic but costly products, made in fairly small numbers for narrow markets, into somewhat cheaper and better goods that were differentiated from one another by their makers' and model names, as well as by patent-protected features, and made in much larger volumes for broader markets. Heavy reliance on the patent system offered the infant industry a defense against any temptation to take the low road toward commodity production.
Stoves actually did become much more similar to one another, in terms of general appearance, layout, and functionality, as the product line matured and overall output boomed. This kind of "standardization via imitation" (the stove industry's version of Robert Allen's idea of "collective invention") meant that stoves became more satisfactory in performing their utilitarian tasks conventionally and effi ciently, which helped overcome initial consumer resistance. 35 But at the same time they became more different from one another in design details, externals, and added features-on which competition and innovation came to concentrate.
After the passage of the 1842 Design Patents Act, which also required makers of patented goods to mark them with the patent date, it became possible to gain seven years' protection for a stove's outward shape and decoration as well as, or instead of, the existing fourteen years granted for an "improvement." Stovemakers made this law very much their own: they were responsible for four-fi fths of all design patents issued in the 1840s and two-thirds in the 1850s. Unlike many other everyday goods, it was easy to cast the maker's and/or the model name, as well as the fact of being covered by patent, prominently and indelibly onto the surface of the stove itself. In this way, the name and the patent mark became key features of the stove's appearance, a permanent advertisement, and a deterrent, however imperfect, to counterfeiting. Stovemakers strove to get the maximum value from all their inventive effort, not simply by vigorous patent management, but also by controlling, and profi ting from, every stage of manufacture and sale. As stovemakers incorporated the foundry into their businesses, there was no longer much room for ironmasters to supply them. David Wood, for example, had a business relationship with veteran New York stove designer Charles Postley that lasted through the 1830s, even surviving Postley's bankruptcy. But in the new environment of the early 1840s, Wood fi nally came unstuck: Jordan Mott claimed that some of the patterns Postley got Wood to cast violated his patents. This was not hard for him to discover: their stores were next-door neighbors on Water Street. Wood responded that he did not consider it the duty of Furnace masters, when a pattern is sent to him to cast from-that he is bound to consult the Patent Offi ce to know whether the castings are intended in any way to infringe on any other persons patents or not. Neither do I consider myself accountable in Law for making any castings from such patterns as any one may feel disposed to give me an order for. 37 But by that time the old free-and-easy approach to intellectual property of the 1820s was well and truly over. The case dragged on from 1841 until 1846, requiring from Wood a great deal of attention and considerable expense, until it ended with a two-thousand-dollar judgment in Mott's favor. The outcome probably contributed to Wood's bankruptcy and loss of control of his furnace, which ceased producing stove plate and focused thereafter on gas and water pipe. 38 In this new litigious environment, the old furnace-based production system, and the network of relational contracts on which stovemaking had depended through the 1830s, fi nally died. Henceforth, the integrated manufacturer, defending his market position with an endless succession of minor patentprotected functional and design improvements, would rule the roost.
"retail generic goods . . . produced or imported in large quantities, available from many sources, and relatively inexpensive per unit." 39 But stoves became much more superfi cially differentiated and less generic as time went on. The proliferation of types, models, and sizes that manufacturers produced in order to satisfy a heterogeneous market's complex needs meant that most individual stove models were produced in large batches, at best. Since stoves were a distinctively American product, there were no low-cost imports to sell in bulk. The strictures of patent law meant that some of the most attractive types were only safely available, at a premium, from the patentee or his licensees. And fi nally, stoves were also among the most costly and valuable items ordinary households would ever buy. 40 For all these reasons, the direction in which the industry and its products had developed would mean that the easy option-disposing of their output via wholesalers-would be closed to them, and that stove foundrymen, many of whose origins were in any case in the stove trade, rather than in stovemaking per se, would fi nd themselves compelled, as well as inclined, to keep a fi rm grip on the sale and distribution of their goods while taking complete control of their design and manufacture.
Building Brands as Well as Stoves
A further development in strategy was one in which relatively few fi rms participated before the Civil War. However, since they included many companies that went on to become the industry's largest, most successful, long-lasting, and infl uential, it deserves attention. Some manufacturers began to build brand identities, rather than simply adding to their ever-lengthening lists of stove types, models, sizes, and patent-protected features. They seem to have appreciated the value of being able to sell customers a full line of stoves covered by a unifying 39 Porter and Livesay, Merchants and Manufacturers, 35. 40 The diversity of stove types and models is the clearest message of any stove catalog, a genre of publication which acquired a stable format in the early 1850s-e. 1865 -1925 (Princeton, 1997 brand name that conveyed a promise of common quality. Jewett & Root of Buffalo, for example, had certainly done this by the early 1850s, thereby establishing "Jewett" as the oldest trademark in the business. In 1853 the company advertised that its stoves were "all . . . got up by us," and that "the style of Stoves, their originality of design, the quality of our wares, unite in giving them a high character, which we are determined to maintain at any expense."
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Another of the oldest trademarks, Charter Oak, started as the name that Giles Franklin Filley, owner of Excelsior Stove Works of St. Louis, gave to a cooking stove that he patented and introduced in 1852 and that eventually became its greatest success. Filley (b. 1815), who was a member of a family of Connecticut tinsmiths and merchants, followed an older brother, Oliver Dwight, and the family's long-distance peddling network, to St. Louis in 1834. He worked in his brother's tinware shop until 1841, fi rst as apprentice, later as partner, and then in his own business, making and selling earthenware (a complementary but noncompetitive product line). In 1849, a year of disasters in St. Louis (the Great Fire and a cholera epidemic) but also opportunity (the California Gold Rush, resulting in a fl ood of travelers heading west), he sold out to cousins and moved his capital into the growing stove trade. After building his own foundry, he went back east to Troy, where his uncle Augustus had run a branch of the family tinware business, to recruit skilled workmen and gather stove patterns. 42 At fi rst, Giles's stove-naming habits were uninspired: the St. Louis Air-Tight was his leading product. However, the name he chose for his venture, Excelsior, proclaimed itself as a fragment of New York skill and enterprise transplanted to the heart of the Mississippi Valley, and also as an aspiration to excellence. The "Charter Oak" name similarly emphasized his product's New England roots, as it referred to the ancient tree in Hartford, capital of Filley's home state, in which the colony's charter had been hidden and protected from royal authority in the 1680s during King James II's attack on his American subjects' liberties. It was a popular patriotic symbol of solid, enduring, Yankee virtue. 43 Like the name Excelsior, it created associations between the products of his newly established business on the manufacturing frontier and the East Coast stovemakers' reputation for quality. But probably more important than either the model or the company names was the simple fact that Filley's design innovations signifi cantly improved his stoves' performance. He raised his output by 50 percent from 1852 to 1853, and Charter Oaks made up about a quarter of the total in the fi rm's fi rst year alone. Continuing rapid growth through the 1850s forced him to add repeatedly to his production capacity as the Charter Oak contributed an increasing share of his booming trade.
In the beginning, Filley treated the Charter Oak as just another model name and pattern. He attempted to defray his product development costs by the common practice of selling to other manufacturers the right to make and sell the stoves in markets in which he did not intend to compete. However, the name rapidly became what we would now recognize as a brand, which could be continued through a succession of improved models and extend its aura of quality to other new products. On the back of his brand-building, Excelsior rose to become the largest fi rm in the industry by the early 1870s. Filley went to court repeatedly to defend the Charter Oak against imitators; by so doing, he helped to lay the foundations of U.S. trademark law. When Excelsior went bankrupt in 1896 and Giles and his sons lost control, the brand lived on: reborn as the Charter Oak Stove Co., the St. Louis stove foundry stayed in the business until the Great Depression fi nally closed its doors. 44 * * * Brand-building was a strategy that only a few of the industry's larger fi rms could attempt. Size and determination were required to produce a full product line like that created by Jewett & Root. Or, on the other hand, fi rms needed an original, distinctive, and winning design, like Giles Filley's, which could serve as the foundation for an everbroadening product family. But if a fi rm possessed or managed to acquire these assets, it gained the nearest thing to fi rst-mover advantages that the stove industry provided. The fi rms that built brands, encapsulated in trademarks, rather than simply constructing stoves bearing one of the bewildering variety of names by which stovemakers designated their many models, were by the end of the 1860s among the industry's leading and enduring players and the strategic models for the midwestern upstarts that became their rivals in the next generation. 45 But most stovemakers, even by the end of the period considered here, were too small, too limited in design, manufacturing, and managerial capacity, and simply too short-lived to pursue long-term strategies of any kind. In the New York Capital District, for example, which was responsible for between a fi fth and a quarter of production capacity by the early 1870s, the median life expectancy of the 250 fi rms founded over the previous half-century was about three years (mean: fi ve years), before they went out of business or, at the least, were forced by a change of partners to adopt a new name. There was no clear trend toward increasing stability and longevity as the industry matured. 46 Thus the best that most stovemakers could manage, in a very competitive nationwide industry composed of a circulating population of a couple of hundred participant fi rms, was to keep a close eye on costs and quality, engage in product differentiation, either through the patent system or in other ways, and then market their goods-hard.
Stove Foundrymen Develop as Stove Merchants
Stove foundrymen, partly because of the merchant background many of them shared, but also because, initially, local markets were most important to them, often conducted a retail as well as a wholesale business, either from their works or from a downtown shop. The most convenient locations for foundries were underpopulated waterfronts, where heavy raw materials could be shipped in most easily and cheaply and real estate was inexpensive. (See lithograph.) Salesrooms, on the other hand, were best situated on streets thronging with commerce but also reasonably close to the waterfront, because stoves, too, needed to be shipped into or out of the city. New York, Philadelphia, and Boston quickly acquired "stove districts" that met these locational requirements, and that lasted into the early twentieth century: on Water Street on the Lower East Side, along Second Street near the Delaware River, and on Union Street, respectively.
Customers could easily compare prices and products within a few blocks, and stovemakers could keep abreast of the competition and the market's requirements, simply by walking from store to store to look and talk, buy or sell. Retail trade had much to recommend it. Particularly appealing was the fact that (in major towns and cities) it was largely a cash or short-credit business, so the chronic cash-fl ow problems encountered in the industry would be eased for a stove foundry with its own store. Sometimes direct contact with the fi nal consumer was essential: a new, profi table, high-value product for middle-class and institutional buyers coming into the market in the 1840s was the hot-air furnace, which needed a customized installation and after-sales service.
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But however lucrative it was, the retail business-even of New York, Philadelphia, Boston, or Baltimore and their immediate hinterlandscould not have sustained the industry's growth and the concentration of production in a comparatively few urban centers that occurred by midcentury. Most northern consumers, and the largest untapped stovemarketing opportunities, were to be found in rural America, particularly in the great arc of Yankee and immigrant settlement sweeping across western New York State and progressing as far as the Midwest. There were also the consumers of Atlantic and Gulf Coast towns and cities to cater to, and after the Gold Rush, there was California as well. To reach these customers, the stove districts of Water Street and Second Street, or River Street in Troy, fulfi lled another need. Stores doubled as warehouses and display rooms where country retailers and inland stove jobbers could inspect goods and place their orders on their annual or semiannual buying trips to the big city. These were serious affairs: according to John B. Jones, writing in 1849, the "western merchant" (his experience was in Missouri) could expect to spend "onefourth of his life . . . traveling to and from the east."
48 They went where they could expect the largest ranges and stocks of goods, the best prices, and the most favorable terms. Edwin Freedley exulted in 1859 over Philadelphia's advantages as a pilgrimage destination: "a purchaser of a miscellaneous stock, adapted to the wants of a rural, town or city population, must be, when in Philadelphia, as near the fountain head . . . as it is possible for him to get." 49 The merchants of Water Street had further advantages, notably the low freight costs their New York location gave them, and the fact that major Albany, Troy, and other Hudson Valley manufacturers opened their own city stores, too, thus enabling visiting buyers to deal with a large proportion of the state's (and the nation's) stove industry without having to travel upriver.
Store managers acted as shipping and insurance agents, securing the best deals on transportation and liaising with city-based providers of the other business services (metal brokers, banks, attorneys, patent agents, credit-reference services) on which the stove trade's spreading commercial networks increasingly depended. The foundries concentrated on making, the stores on selling. Partners and offi cers within stove foundries, too, began to specialize by function, depending on whether they focused on the "inside" or the "outside" of the business. Sometimes the two operations were not spatially separated: foundries often maintained "warerooms" as well as warehouses at their plants, conducted a profi table retail and "repair" (spare-part) trade locally and by correspondence, and welcomed trade visitors. But in terms of the language, customs, and management structure of the trade, the distinction between making and selling, the "inside" (the pattern, foundry, and mounting shops) and the "outside" (the market, the suppliers, and the competition), became entrenched.
To look at only the makers' end of the distribution chain is to consider just half of the story. Equally as important to the development of a nationwide stove market was the fact that there were traders in the hinterland who were eager to become stove foundrymen's customers and 48 Jones [Luke Shortfi eld, pseud.], The Western Merchant: A Narrative (Philadelphia, 1849), vi.
49 Freedley, Philadelphia and Its Manufactures, 97. to fi nd buyers for their stoves. This refl ected the general process from the 1830s onward of the emergence of specialized retailers, who replaced country stores in the rural market's growing commercial centers. 50 The stove industry's retailer clients were largely recruited from one particular group of traders and artisans: traveling tinsmiths and tinware or hardware peddlers who put down roots and opened shops. For hardware and tinware, they relied on wholesalers, and when some of them began to deal in stoves-a new, profi table, and closely connected product line-they looked toward local jobbers and more distant manufacturers to meet their needs. 51 The emergence of the far end of the distribution chain is a more elusive subject than the beginnings of major urban stove foundries. While both ends of the chain are equally lacking in fi rm-level primary-sources, there are far fewer good, near-contemporary substitutes-biographical studies or obituaries of major entrepreneurs-to compensate for the sparseness of materials on the distribution network. However, it is possible to track its development through a close reading of mid-century commercial directories. From the early 1840s onward, the directories for towns and cities in the Northeast listed more stove dealers, even in small towns, than those published for major cities in the 1820s or early 1830s. 52 And by the 1850s, even midwestern states barely but rapidly emerging from frontier conditions began to look the same. In Wisconsin in 1853, for example, Beloit and Fond du Lac, with populations of about three thousand to four thousand, supported three stove and tinware stores apiece; even tiny Lancaster, with just four hundred people, had two. The region's stove-distribution system improved markedly in that decade as railroads developed to complement the river, canal, and lake network on which the industry still depended. By the start of the Civil War, the entire region was saturated with stove and tinware dealers, so that no consumer was far from a source of supply, and most communities of any size were offered a choice. The larger (brand-name) manufacturers-for example, Rathbone & Sard of Albany-began to respond by negotiating sole-agency contracts with just one dealer in every major town, protecting the dealer (and their goods) against exact, like-for-like competition and acquiring a local collaborator with an interest in pushing their particular goods, rather than just growing his own trade.
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Manufacturer-wholesalers and their retail customers well understood their mutual interdependence. Tinware dealers formed a necessary and natural link in the chain from maker to consumer. Even when stoves became light enough, and the transport network effi cient enough, to allow them to be shipped a long way without a prohibitive markup, and to be delivered almost anywhere packed and ready to be assembled, stoves still required specialized dealer services to get them into salable condition-polishing to cover up rust and scratches suffered en route; fi tting the most fragile and easily damaged pieces, which were transported separately; identifying breakages; and making repairs. Tinsmiths, with their metal-working skills and tools, were ideally suited to these tasks, and they already sold the kitchen utensils customers were likely to buy at the same time as a stove itself. They were also able to manufacture and install the iron fl ue pipes connecting a stove to an existing chimney or permitting the customer to do without any chimney at all. The tinsmiths could also construct and fi t the hot-air ducts essential for furnace users.
Because stoves were comparatively expensive goods, they had to be displayed attractively, demonstrated, and sold by face-to-face persuasion as well as by regular advertising in the local press. To enable rural customers to afford them, a sale would generally require a long credit period and sometimes barter or trade-in arrangements. Stoves also represented a new technology: few customers knew as little about it as the Georgia farmers in the industry's last frontier, the post-Civil War southern up-country, who had to be told to light their fi re inside the stove's fi rebox, rather than on the stone hearth underneath it. Catering to them represented just an extreme case of the kind of aftersales support only a local retailer could offer.
54 Much more common were spare-part and repair services: customers would not entrust basic household tasks-and, in midwinter, their sheer survival-to a new technology without the confi dence that breakdowns could be quickly remedied. This confi dence depended partly on the retailer, partly on the manufacturer's readiness to stock and supply spares for years, even after a stove went out of production, and partly on the U.S. Postal Service and the private express companies that facilitated the rapid movement of information, payments, and relatively small or high-value, time-sensitive consignments.
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Understanding the emergence of a mass market for stoves right across the northern states, and even as far as the Pacifi c Coast by the end of the 1850s, requires us to appreciate that, to contemporaries, "the trade" necessarily embraced everybody from the "Stove Kings" of Troy right down to the local tinner. 56 Of course, tensions arose among its constituent elements, bound together by long credits and relational contracts, yet divided by the ceaseless struggle to appropriate the lion's share of the difference between manufacturing cost and fi nal sales price. But the language of a trade community was not mere rhetoric. This was particularly the case because many of the entrepreneurs of major new stove foundries continued to emerge from the retail trade right through the later nineteenth century. The process by which merchants incorporated manufacture into their businesses was endlessly repeated as the industry gradually moved away from the Hudson-Mohawk axis and closer to its midwestern and southern consumers. 57 * * * The fi nal links in the chain between maker and seller were devised in the late 1840s and early 1850s, and they were both designed to cope with the increase in the geographic extent of the market, in the number and remoteness of the retail outlets requiring to be serviced, and in the severity of competition among rival stove foundrymen.
The fi rst innovation occurred in the context of the cyclical downturn in the market in the late 1840s, at a time when new stove foundries were springing up in the river cities of the interior (notably St. Louis, Cincinnati, and Louisville), replicating the industry's existing trade practices and offering local merchants a shorter buying trip, instead of the usual pilgrimage east. At some point, one of the more enterprising Troy stovemakers decided not to wait for his customers to come to him 55 As early as 1841, Jordan Mott promised to keep old patterns in his inventory so that he could always supply replacement parts even for discontinued models, giving buyers confidence to invest in goods which, with care and repair, could last a generation; Description and Design, 22. from this increasingly diffuse market, but instead hit the road to go to them. As an industry veteran reminisced thirty years later, this nameless pioneer "went out and sold his stoves, and came back and fi lled his orders. He succeeded remarkably well."
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In this most competitive and imitative business, where one led everybody else felt compelled to follow. The traveling salesman or "stove drummer" turned out to be such a useful and versatile, if costly and sometimes problematic, link between manufacturer and retailer that, despite endless complaints from the more traditionally minded manufacturers, who wished their customers would continue to come to them, travelers' numbers only grew. By the start of the Civil War, there were so many of these drummers that they even rated a mention in the 1862 Revenue Act, which imposed a federal excise tax on peddlers. "Manufacturers and producers of agricultural tools and implements, garden seeds, stoves and hollow-ware, brooms, wooden ware, and powder, delivering and selling at wholesale any of said articles, by themselves or their authorized agents at places other than the place of manufacture," were not "required, for any sale thus made, to take out any additional license." They already paid federal taxes under the Act (to engage in business, and on their total sales), so they should not be taxed again. Thus, the federal government had recognized that some manufacturers, generally those satisfying a decentralized, nonurban demand, had integrated forward into distribution and marketing. Among this select list of innovators, the stove industry ranked high.
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The second development, which took place a little later, only involved the larger fi rms and was less signifi cant: the creation of "branch houses" in emerging regional distribution centers (notably Chicago, heart of the midwestern railway network but without much of a stovemanufacturing industry of its own). This seemed like an innovation to contemporaries, but, with the perspective of 150 years, it is clear that all that was taking place was the re-creation, at a longer distance and on a much larger scale, of the kind of relation between, for example, a Hudson Valley foundry and its Water Street wareroom that had been common since the 1830s. Decisions to take these further steps to close the gap between maker and market seem to have come readily to stovemakers. Hardware wholesalers and a range of specialized metal-products manufacturers were, after all, doing much the same thing at the same time, so there were plenty of precedents from which to draw. The life stories of fi rst-generation stovemakers also often highlight periods of itinerancy in their early careers, particularly among those with a background in the tinner's trade. So taking to the road, whether to drum up new business or to attempt to collect outstanding debts, was an obvious response to market stringency.
Stove drummers were recruited from among younger family members, ambitious clerks and skilled workmen, and experienced retailers and tinsmiths. They had to know the business, have the confi dence of its principals, and understand the product and the market. Unlike many other travelers, they were spared the trouble of carrying samples, because their goods were too heavy, and they were therefore not tied to commercial hotels or hired display rooms in the towns they visited. They traveled light, carrying trade gossip, catalogs, and not much else, visiting retailers in their own premises. They took and forwarded orders, made reports and on-the-spot decisions about creditworthiness, collected bills (if they could), and deducted their expenses from any cash payments before forwarding the rest. They gave retailers point-of-sale support: advice on products' "selling points," effective sales patter, attractive display techniques, and "knocking copy" about rival products. They helped with local advertising, both by supplying printed material for the merchant to distribute or stereotype plates for him to use in printing his own publications, and by, for example, staging competitive open-air cookery demonstrations at county fairs, stunts combining popular entertainment with customer "education." They dealt with customer complaints. And they kept the foundry well acquainted with how the products were performing for the customers, what problems needed fi xing, and what the competition was offering. Without intending to, stovemakers had thus acquired an invaluable way of gaining the market intelligence that was so critical in a competitive, continuously innovating, and increasingly style-dependent business. 
Conclusion
By the start of the Civil War, the stove industry's structure and organization, product line, and distribution system had been transformed through a long generation of headlong growth, which continued until the depression of the 1870s and then ground almost to a halt. For the next half-century, as the industry encountered a mature market and faced increased competition from new fuels (manufactured and natural gas, petroleum, and eventually electricity) and the appliances devised to use them, and the resulting chronic problems of cyclical overcapacity and low profi tability, it became a site of continuity rather than innovation in business practices. New fi rms still entered the industry, especially in new producing regions (the Midwest and upper South), but they usually replicated the structure and strategies of the ones already present. There was little business consolidation, and the industry continued to include a couple of hundred fi rms, none of which enjoyed signifi cant market power. Stovemakers held to the strategy of model proliferation and continuous superfi cial innovation that had emerged in the 1840s, and by the 1870s led to the introduction of regular annual styling changes. Their aim was to maximize market coverage, minimize competition on price alone, and stimulate replacement-stove sales at a faster rate than breakdowns and obsolescence alone could guarantee.
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The larger fi rms also invested in the development and defense of strong brands, which they came to consider their greatest assets, and some began to engage in direct consumer advertising. But all fi rms increased their sales efforts, using essentially the same palette of techniques developed by the 1850s: a marketing strategy concentrated on the retail dealer rather than the fi nal customer, relying on traveling salesmen, and, among the larger fi rms, branch-house networks.
Continuity, failure to adapt to competition, and relative and then absolute decline, raise interesting questions for the historian of an industry whose forty-year growth phase had been so markedly innovative. But one of the consequences of the timing of its innovations is that the industry seems to have become almost invisible, even to the historians who have contributed the most to our understanding of the development of marketing. These innovations occurred during a period when, according to those operating within the framework of the Chandler paradigm, nothing much is supposed to have happened. Everything I have described in this article took place in Richard Tedlow's "era of market fragmentation," dictated by "the absence of a transportation and communication infrastructure spanning the continent." But this does not seem to have barred Albany and Troy stovemakers, for example, from profi tably selling their costly durable products weighing upward of two hundredweight to customers several hundred (in the 1820s) or even (from the 1840s) thousands of miles distant. "National brands" may indeed have been "few in number," but Eliphalet Nott achieved international name recognition and sales by the early 1830s, though the fi rst real national stove brands only emerged in the 1850s. Anybody reading print media from midcentury onward can only conclude that stovemakers' brandbuilding efforts were sustained and successful. This may have been "an era of vertical and horizontal nonintegration," but the stove industry had found its own way toward vertical integration by the end of the 1830s and demonstrated thereafter an ability to build and sustain nationwide marketing and service networks incorporating hundreds, eventually thousands, of other independent businesses at the far end of the distribution chain. "Firms" in general may have been "small, and exercised limited control over the market," but what does "small" mean? By the 1870s, the largest stovemakers were heavily capitalized, had workforces in the several hundreds, and achieved annual output fi gures of around fi fty thousand units of diversifi ed products. Although they could not control the overall market for stoves, they were certainly able to pursue deliberate strategies for protecting their own market share. Averagesized fi rms employed about a hundred workers and produced around ten thousand units a year. Only by comparison with a later generation's corporations could the industry's constituents be considered small, powerless, or managerially unsophisticated. Their principal business strategy was not "to make profi ts by charging high prices and thus making high margins but at the expense of low volume." Instead they set out to fi nd a balance point between a (falling) price level, enabling them to achieve universal market penetration, and the cost of a host of features other than price that they considered equally essential for transforming stoves into objects bought as consumption items, on grounds of their style, and even beauty, as well as their functional utility. The result was that they achieved mass consumption and a nationwide market without standardization. They also made their major and distinctive material contribution to the "American way of life" without participating in building the "American system of mass production," conventionally
